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Honorable Robert Kerrey N

United States Senate 208
316 Hart Senate Office Building D@“MWN
washington, DC 20510 FEOEY e OF T

Near Senator Kerrey:

Thank you for your letter on behalf of James Hansen of Chadron, Nebraska.
Your constituent believes that allowing a large number of brief commercials
0 be aired during children's television programs is harmful to children's
actention span and that the number of commercials during children's
srogramming should be restricted.

Our current rules implementing the Children's Television Act of 1990 limit
commercials in children's programming to 10.5 minutes per hour on weekends and
‘2 minutes per hour on weekdays. The number of commercials per hour in such
programming, however, is not regulated, as long as the total amount of
commercial time does not exceed the minute-per-hour limits established by
Congress.

Although our current proceeding to examine children's television programming
(see enclosure) does not directly address the issue your constituent has
raised, it does ask for comments on the optimal length of programs designed to
reet the educational and informational needs of children. Accordingly, we are
placing your constituent's comments in the record of this proceeding.

Sincerely,

By [ i

Roy J. Stewart
Chief, Mass Media Bureau
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T snspect that television is regnogsible for rofound prop-

lems in educating our children.

While it may not be politically possible to alter the content of
television advertising, it may be possible to regulate the pat-
tern or structure of television advertising.

Presently advertising is restricted to a certain number of
minutes per hour. It could also be restricted to only one or two
time periods per hour, rather than the current ten or so times
per hour. For example, all advertising could be required to be
broadcast for ten minutes prior to the top of the hour. I under-
stand this is the style of advertising inm some foreign countries.

Advertising could also be limited to the number of change of
images allowed within a 30 or 15 second commercial. Such regula-
tion would be neutral to all advertisers, but could assist in
developing a citizenry with an attention span longer than one
second.

This is a national problem. Local communities cannot fight the
technological effect of television advertising.

Is it possible for the national government to at least look at’
this problem? Does the Federal Communications Commission ever

study or provide funds to study the effects of stream of image
advertising?

Thank you for listening to my views on this matter.
Sincerely,

-~

ames Han n






